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Abstract 
The increase in electronically mediated self-service technologies in the banking industry has 
impacted on the way banks service consumers. Despite a large body of research on electronic 
banking channels, no study has been undertaken to explore the fit between electronic banking 
channels and banking tasks. Nor has there been research into how the ‘task-channel fit’ and other 
factors impact on consumers’ intention to use electronic banking channels. This paper proposes a 
theoretical model addressing these gaps. An exploratory study was first conducted, investigating 
industry experts’ perceptions towards the concept of ‘task-channel fit’ and its relationship to other 
electronic banking channel variables.  The findings demonstrated that the concept was perceived 
as being highly relevant by bank managers. A research model was then developed drawing on the 
existing literature.  To evaluate the research model quantitatively, a survey will be developed and 
validated, administered to a sample of consumers, and the resulting data used to test both 
measurement and structural aspects of the research model.   
Keywords:  Electronic banking channel, task-channel fit, self-service technology 
Global Information and Communication Technologies & E-business 
2 Thirtieth International Conference on Information Systems, Phoenix, Arizona 2009 
Introduction 
Over the past three decades, the proliferation of new information and communication technologies within the 
financial industry has significantly influenced the way banks service consumers. In particular, self-service 
technologies have enabled banks to pursue an electronically mediated multi-channel strategy and nowadays ATMs, 
telephone banking, Internet banking, and mobile banking are efficient means for selling products and servicing 
customers.  
The first self-service technologies emerged in the 1970s when banks installed the first automated teller machines 
(ATM), followed by telephone banking services in the 1980s. In the 1990s, banks extended their existing 
distribution channels further by offering consumers access to their accounts through Internet-based banking 
applications. Over the past decade, banks have begun to provide mobile banking applications, to enable consumers 
to bank using mobile technologies such as mobile phones, PDAs, and smart-phones.  
For the consumer, these electronic banking channels eliminate the need to visit a branch, and offer convenient access 
to bank accounts. Banks also benefit from self-service technologies as they can cut costs incurred by the traditional 
branch network. 
However, usage rates suggest that banks are missing out on the opportunity to move even more customers to 
electronic banking channels. For example, each month 73% of all European banking customers use ATM machines, 
although only 24% use Internet banking services (DB Research 2006). Similarly, although most North American 
and Australasian retail banks offer phone banking and mobile banking services, only 5-10% of all consumers have 
used them (Forrester Research 2007).  
In addition, consumers’ favor specific electronic banking channel for distinctive product categories. For instance, 
Internet banking applications are favored for acquiring complex products such as mortgages and loans (DB Research 
2006), while mobile banking services are preferred for simple transactions (Forrester Research 2007).  
These varying usage patterns indicate that each electronic banking channel has inherent capabilities that align with 
certain types of banking activities – and clash with others.  For instance, complex financial transactions are seen to 
be difficult to perform on mobile phones due to their hardware limitations such as small screens and clumsy input 
mechanisms. On the other hand, consumers may use mobile devices for simple banking transactions in situations 
where they instantly need to access their account and other banking channels are not in reach (e.g. checking their 
account balance before purchasing goods at the point of sale).  
This suggests the notion of a “fit” between a given electronic banking channel and specific banking tasks. 
Furthermore, it seems reasonable to assume that the better the “fit” between channel and task, the higher will be the 
adoption and utilization of the channel.   
Despite a substantial body of knowledge on electronic banking services, to date there have been no rigorous studies 
investigating the fit between electronic banking channels and banking tasks. Nor has there been sufficient research 
into how the task-channel fit (TCF) (perhaps in combination with other factors) impacts a consumer’s intention to 
use electronic banking channels. To address this gap, this research proposes a conceptual research model assessing 
the factors impacting on consumer intentions to use electronic banking channels.  
The remainder of this paper is organized as follows: first we review extant literature on electronic banking services, 
including research studying the characteristics of electronic banking task, as well as the theoretical foundation of this 
research. Then we discuss the research model and state the research hypotheses. Next, we report the findings of a 
relevance check conducted with three German banks. This is followed by the proposed research design outlining the 
survey questionnaire development and the methods for quantitatively testing the research model. 
Literature review 
This section initially reviews extant literature on each electronic banking channel. Next, studies focusing on the 
characteristics of banking tasks are discussed before the theoretical base is outlined.    
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Electronic banking channels 
ATMs are computerized telecommunication devices allowing customers of financial institutions to directly use a 
secure method to access cash as well as their bank accounts (Moutinho et al. 1989). Studies showed that that age 
affected consumers intentions to use ATMs and that elder consumers in particular hesitated to use ATMs (Antonides 
et al. 1999; Zeithaml et al. 1987).  Other studies investigated consumer perceptions towards ATMs contrasting user 
and non-user attitudes. The user group believed that ATMs, would improve service quality (e.g. offering 24/7 access 
to bank accounts) and presented no inherent risks to them (Leblanc 1990). In contrast, non-users perceived ATMs as 
too complex, very risky and they were not satisfied with the data representation on ATMs (Leblanc 1990; Marshall 
et al. 1988). Surprisingly, few articles have developed theoretical frameworks or used existing theory to investigate 
the usage of ATMs. Among the few, Dabholkar and Bagozzi (2002) developed a theoretical model explaining 
consumer intention to use ATMs. Borrowing from the technology acceptance model (TAM) (Davis 1989), the 
findings confirmed that ease of use, performance expectations, and fun, positively affected consumers’ attitude 
towards using ATMs. Similarly, consumer traits such as self-efficacy, novelty seeking, need for interaction and self-
consciousness moderated the relationship between the aforementioned constructs and consumers’ attitude towards 
using ATMs (Dabholkar et al. 2002).  
Telephone banking is a service provided by banks allowing customers to perform transactions over the telephone 
(Van Birgelen et al. 2006). Most of these services make use of an automated phone answering system with phone 
keypad response or interactive voice response (IVR) systems (Ahmad et al. 2002). So far, only a few investigations 
have been published exploring the utilization of this banking channel. However, these studies consistently suggested 
that automated phone answering systems can be difficult to use and often trigger consumer irritation (Curran et al. 
2005; Van Birgelen et al. 2006).  
Internet-based banking allows customers to perform a wide range of banking transactions electronically using a 
bank’s website (Tan et al. 2000). This form of banking is well researched. Many of those studies developed 
theoretical frameworks using or combining constructs from the diffusion of innovation theory (DOI) (Rogers 1995), 
theory of reasoned action (TRA) (Fishbein et al. 1975), TAM (Davis 1989), as well as the theory of planned 
behavior (TPB) (Ajzen 1991) to study consumer adoption and acceptance of Internet banking services. For example, 
Tan and Thompson (2000) developed a research model investigating the factors impacting on the adoption of 
Internet banking services in Singapore. Their findings confirmed that consumers’ attitude and perceived behavioral 
control factors, rather than subjective norms, have a significant impact on consumers’ intentions to use Internet 
banking services (Tan et al. 2000). Several other research studies investigated the acceptance of Internet banking 
services, by using modifications of the original TAM model (Cheng et al. 2006; Lai et al. 2005). Suh and Han 
(2002) for instance, added a trust construct to the original TAM model aiming to explain customer acceptance of 
Internet banking applications. The findings indicated that trust has a more direct effect on a customer’s attitude than 
perceived ease of use in the Internet banking context (Suh et al. 2002).  
Mobile banking services are a channel whereby the customer interacts with a financial institution using a mobile 
device, such as a mobile phone or personal digital assistant (PDA) (Barnes et al. 2003). Most mobile banking 
applications have interfaces enabling customers to access their bank accounts through voiceless applications such as 
text or mobile Internet based banking services. In the past ten years, a considerable body of research on mobile 
banking services has emerged. Several studies applied research frameworks traditionally used within the IS 
literature. For instance, many authors used the TAM model to research consumer acceptance of mobile banking 
applications (Kleijnen et al. 2004; Luarn et al. 2005). Adding perceived cost, system quality and social influence to 
the original TAM constructs, one study confirmed that these constructs were positively associated with consumer 
intentions to use mobile banking services (Kleijnen et al. 2004). Other studies repeatedly listed mobile device 
attributes like tiny displays, slow data connection, weak usability, and associated cost as inhibitors of mobile 
banking services (Laukkanen et al. 2005; Mallat et al. 2004).  
Banking tasks 
A number of studies have examined the distinctive characteristics of various banking tasks, and how those 
characteristics affect the suitability of the task for a particular electronic banking channel. For example, Sayar et al. 
(2007) defined domestic transfers, standing orders, and account inquiries as simple and standardized banking tasks. 
In contrast, credit products (e.g. mortgages, personal loans, and credit cards) as well as investment products (e.g. 
buying property, stock securities, and bonds) were rated as complex transactions (Sayar et al. 2007). Other authors 
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advanced this view confirming that complexity and perceived security of financial products influences consumers’ 
propensity to purchase financial products online (Barczak et al. 1997; Black et al. 2002; Lee 2002; Morrison et al. 
1998). Likewise, individuals’ preferences and habits also affect consumers channel choice (Black et al. 2002; 
Choudhury et al. 2008; Lee 2002; Limayem et al. 2007; Morrison et al. 1998). 
Theoretical base 
The theoretical grounding for this proposed study comes from prior research on task-technology fit, or TTF 
(Goodhue et al. 1995). TTF argues that individuals using information systems with a high TTF will perform better 
than users carrying out similar tasks on technologies with a low TTF. Since its introduction, the TTF model has been 
applied in a diverse range of IS contexts (Dishaw et al. 1999; Goodhue 1998; Staples et al. 2004; Zigurs et al. 1998; 
Zigurs et al. 1999). However, most researchers have studied the TTF of specific technologies in mandatory and 
organizational use settings. The present study intends to adapt the TTF to examine not specific technologies, but 
rather delivery channels.  The specific context is voluntary use of electronic banking channels at the individual level.  
Integrating existing literature on electronic banking and the aforementioned theories, the following section 
introduces the conceptual research model and states the hypotheses of this research.  The hypotheses are elaborated 
upon later in this paper. 
Research model and hypotheses 
The research model guiding this study is illustrated in Figure 1. The subsequent sections discuss the depicted 
constructs starting from the left to the right hand. 
 
Figure 1.  Research Model 
Task-channel fit 
Task-channel fit is defined as the correspondence between banking tasks and the functionality of electronic banking 
channels. Banking tasks include the various kinds of financial and non-financial transactions a consumer may wish 
to conduct with his or her bank.  The existing literature suggests that these tasks differ significantly in their 
characteristics. Similarly, electronic banking channels vary in terms of their features and technical capabilities. The 
task-channel fit construct will be evaluated through several dimensions drawn from prior research, elaborated upon 
below. These dimensions will be re-assessed within focus group sessions (discussed within the research design 
section) in order to confirm or modify the initial conceptualization.   
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In this study, TCF will be modeled as a formative construct. All other constructs in the research model are reflective. 
The multidimensionality of the TCF construct will be handled by modeling the TCF as a second order factor with 
each dimension as a first-order factor (Diamantopoulos et al. 2008). 
Dimension 1 – Task-complexity 
Several studies using the TTF concept categorized tasks into simple versus complex tasks (Shirani et al. 1999; 
Zigurs et al. 1998). For example, Zigurs and Buckland (1998) emphasized the importance of task complexity when 
considering a task-technology fit for group support systems. As the literature has shown, banking tasks also vary in 
their complexity (e.g. account inquiries were considered as simple while mortgages were complex) (Sayar et al. 
2007; Tan et al. 2000). Therefore, complexity is one dimension of the TCF construct.  
Dimension 2 – Task-time criticality  
The level of time criticality is an important aspect of financial transactions (Kleijnen et al. 2004; Liao et al. 2002; 
Tan et al. 2000). For instance, financial transactions such as foreign exchange trades or share brokerage are highly 
time sensitive due to market volatility, and often require immediate execution. On the other hand, transfers, loan 
applications or insurance acquisitions are less time critical. Thus, time criticality is one dimension of the TCF.    
Dimension 3 – Channel-ease of Use  
The degree to which an electronic banking channel is perceived as difficult to use influences consumers’ intentions 
to utilize it (Dabholkar et al. 2002; Shih et al. 2004). Different electronic banking channels are likely to be seen to 
differ in terms of their ease of use as viewed by consumers.  Hence, the level to which an electronic banking channel 
is perceived as being difficult to use comprises another dimension of TCF.   
Dimension 4 – Channel-security 
The dissemination of personal and sensitive data is a primary concern for consumers when managing their financial 
transactions through electronic banking channels. In this context, security can be understood financially, as well as 
in terms of privacy and the protection of data against unauthorized disclosure, modification, and destruction (Liao et 
al. 2008). Since consumers differ in their perceptions of the security level of alternative electronic banking channels, 
security is accepted as another dimension of TCF.  
Dimension 5 – Channel-data representation  
Cognitive fit theory demonstrates that data representation affects individuals’ understanding of the system in use 
(Vessey 1991). Since data display capabilities and representation formats of electronic banking channels differ 
significantly (Liao et al. 2002), it seems that they may influence TCF as well. Therefore, data representation is 
considered as another dimension of TCF.  
Moderating variables – age, gender and experience with electronic banking channels 
The existing literature on electronic banking channels argues that individual characteristics such as age, gender, and 
experience with electronic banking channels influence a consumer’s intention to use them (Dabholkar et al. 2002). 
Hence, these constructs are included in the conceptual research model as moderators affecting the relationship 
between TCF and expected consequences of use, and affect towards use, as well as consumer intention to use a 
channel (Staples et al. 2004).  
Mediating variables – precursors of channel utilization 
Expected consequences of channel use 
‘Expected consequences of channel use’ is the extent to which consumers anticipate that using an electronic banking 
channel will enable them to perform their banking task effortlessly. This concept has been well documented in the 
literature suggesting that it is an important factor influencing consumers’ intentions to use electronic banking 
channels (Dabholkar et al. 2002; Shih et al. 2004).  
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Affect towards channel use 
‘Affect towards channel use’ can be understood as consumers feelings and beliefs about electronic banking 
channels. Based on the literature, this research assumes that consumers’ (positive or negative) feelings towards 
electronic banking channels influence their intention to use them (Dabholkar et al. 2002; Shih et al. 2004). 
Social norms 
According to Fishbein and Ajzen (1975), a person’s behavior may be influenced directly by other individuals (e.g., 
one individual telling another that he or she should use a particular banking channel), or indirectly (e.g., an 
individual inferring that others think he or she should use the channel). The literature suggests that social norms 
have an effect on consumers’ intention to use electronic banking channel (Shih et al. 2004; Tan et al. 2000).  
Facilitating conditions 
‘Facilitating conditions’ are “objective factors, ‘out there’ in the environment, that several judges or observers can 
agree make an act easy to do” (Thompson et al. 1991).  Again drawing from previous literature, inaccessibility of 
the channel and cost associated with channel use are included as important facilitating conditions for using 
electronic banking channels (Kleijnen et al. 2004; Luarn et al. 2005; Mallat et al. 2004). 
Dependent variable – intention to use channel 
Behavioral intentions indicate how hard people are willing to try in order to perform a behavior (Sheppard et al. 
1988). Many studies on electronic banking services have established that ‘intention to use” constructs are reliable 
predictors for actual channel use (Dabholkar et al. 2002). Therefore, this research will measure “intention to use 
channel” as an indicator of actual channel use. The related research hypotheses are summarized in Table 1. 
Table 1. Research Hypotheses 
Research Hypothesis 1 (H1): TCF will be positively associated with expected consequences of channel use. 
Research Hypothesis 2 (H2): TCF will be positively associated with affect towards channel use. 
Research Hypothesis 3 (H3): TCF will be positively associated with consumer intention to use channel. 
Research Hypothesis 4 (H4): Consumers characteristics age, gender, and experience with channel use will 
moderate the relationship between TCF and expected consequences of use, affect towards use as well as 
consumer intention to use channel.  
Research Hypothesis 5 (H5): Expected consequences of channel use will be positively associated with 
consumer intention to use channel.  
Research Hypothesis 6 (H6): Affect towards channel use will be positively associated with consumer intention 
to use channel.  
Research Hypothesis 7 (H7): Social norms will be positively associated with consumer intention to use 
channel.  
Research Hypothesis 8 (H8): Facilitating conditions will be negatively associated consumer intention to use 
channel. 
 
Each hypothesis is indicated in Figure 1 (H1-H8). Having introduced the conceptual research model and the 
hypotheses of this research, the following section discusses a relevance check of the TCF concept conducted with 
German banks. 
Relevance check conducted with German banks 
Between June and July 2008, an exploratory investigation was conducted investigating practitioners’ perceptions 
towards the proposed task-channel fit concept (Rosemann et al. 2008). Overall, nine high level managers from three 
German banks were interviewed with regard to the relevance of the task-channel fit concept for their bank 
operations and planning. The following Table 2 introduces the research participants.  
Table 2. Research participants interviewed for the relevance check of the TCF concept 
Bank Participant Participants job description 
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A 1 Product manager developing and outsourcing electronic banking channels.  
2 A member of the management board and acts as the CIO of Bank B. 
3 Managing director overseeing the IT infrastructure for private clients. 
4 Director of IT architecture for the private business division.  B 
5 Senior product manager in the e-services division for corporate clients.   
6 Board member and CEO of Bank C.  
7 Board member of Bank C and responsible for customer services.  
8 Divisional head for customer service of Bank C.  C 
9 Product manager for Bank C focusing on mobile banking applications.  
 
During the interviews, a simplified version of the task-channel fit research model was introduced and then discussed 
with each manager. The discussion was facilitated through semi-structured questions such as:  
• “What banking products do you offer on each electronic banking channel (and why)?”  
• “Which electronic banking channel supports which banking product category?”    
 
Most discussions lasted between 50 and 60 minutes and were recorded and transcribed afterwards. To analyse the 
data, coding techniques commonly used for grounded theory studies were applied (Strauss et al. 1998). The codes 
were visualized in a data matrix to highlight similarities and differences between the various codes (Miles et al. 
1994). Bank A and B are traditional Banks while Bank C solely focuses on “non-face-to-face” channels such as 
mail, facsimile, email as well as its telephone- Internet- and mobile banking applications.  
Overall, the discussions indicated that the participants perceived the TCF idea as a valuable concept for banks. They 
agreed that banks would not have well established instruments to judge which banking tasks fit each banking 
channel best. For instance, participant six argued: “For us as a direct bank, a [measure of] TCF for electronic 
banking services would be very interesting. Currently we are re-considering the product-mix for our banking 
channels. Having a TCF tool would be very helpful here.” 
The interviews also revealed that currently all three banks still “trial and error” their electronic banking applications. 
For example, one respondent stated: “Our team spent EUR 300.000 for designing a mobile banking application. 
Only 27 customers registered for this service, and five of those never used the service. In addition, out of the 22 
users, 14 were banking staff. As a result, we terminated the service.” This participant added that a TCF instrument 
could potentially prevent such mis-investments.  
In summary, all managers confirmed that a TCF instrument would be beneficial for banks. It was also interesting to 
note that all managers’ welcomed the inclusion of a relevance check in this study, and they indicated that they 
appreciated being involved in academic research. The following section outlines the research design proposed for 
this study.  
Research design  
In the first phase, a survey questionnaire will be developed and validated. In the second phase, data will be collected 
to quantitatively test the research model. Each phase is now described in detail. 
First phase - survey instrument development 
The primary goal of the first phase is to develop a survey questionnaire to measure the constructs depicted within the 
proposed research model (Figure 1). The initial step will be to assess the TCF dimensions identified within the 
literature (Goodhue et al. 1995; Staples et al. 2004). Using a convenience sampling strategy (Hufnagel et al. 2001), 
five focus groups will be organized consisting of consumers using electronic banking channels as well as industry 
experts (4-6 participants per panel). The focus group sessions will be recorded and then transcribed. Based on the 
outcome of these sessions, items will be developed to measure each TCF dimension. While these items will be 
newly created, existing scales will be adapted from the extant literature to measure the remaining constructs of the 
research model (‘expected consequences of channel use’, ‘affect towards channel use’, ‘social norms’, ‘facilitating 
conditions’ and ’intentions to use electronic banking channels’).  
A card sorting procedure will be used to assess the content validity of the newly developed items as well as to purify 
the wording of them (Moore et al. 1991). To this end, two card sorting rounds will be organized. The first round will 
involve approximately 5 senior IS researchers. These judges will be asked to sort the items into construct categories 
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without having the information about the underlying constructs. They will be asked to provide their own labels and 
definitions for the constructs. Afterwards, the construct definitions provided by the judges will be analyzed and 
consolidated in order to identify appropriate labels for each construct. The second card sorting round will consist of 
10-15 participants including academics, postgraduate students, as well as administrative staff. During this phase it is 
planned to use Lawshe’s (1975) content validity ratio, so as to gauge agreement among judges regarding how 
essential particular items are (Lawshe 1975). 
Next, the questionnaire will be pretested through face-to-face interviews with consumers in New Zealand. Following 
the instrument pretest, the final version of the questionnaire will be administered to consumers during the second 
phase.  
Second phase - testing the research model 
The main intention of this second phase is to collect data from consumers to quantitatively test the research model. 
The final research questionnaire will be administered to consumers in Wellington using face-to-face interviews. 
Data will be collected from approximately 350 consumers who use electronic banking channels (75-100 respondents 
for each channel: ATM, telephone banking, Internet banking and mobile banking). Subsequently, the scales will be 
assessed for construct validity (including discriminant, convergent, nomological) and reliability, using commonly 
accepted techniques such as factor analysis and Cronbach’s alpha. To test the construct validity of the formative 
TCF indicators, a t-test will be conducted to assess the relative contribution of each dimension to the TCF construct 
via the significance of weights. If necessary, the scales will be refined appropriately in light of the tests.  
Subsequently, partial least squares (PLS Graph 3.00) will be used to test the model fit and to assess the research 
hypotheses (PLS is an appropriate analytical method to use in this study as the research model includes both 
formative and reflective indicators). It is anticipated that the outcome of this study will lead to a better understanding 
of the factors impacting on consumer intentions to use electronic banking channels.        
Conclusion 
This research should interest both academics and practitioners as it investigates an important conceptual issue which 
also has significant practical value for banks and financial institutions. 
An important theoretical contribution of this research will be to integrate task-technology fit theory (Goodhue and 
Thompson, 1995) with the existing literature on electronic banking channels. To date, no previous study has used 
TTF theory for this purpose. Therefore, this research will add theoretical value to the existing literature in the field 
of information systems by establishing a theory explaining the factors which affect consumers’ intentions to use 
electronic banking channels. 
A second contribution will be to research methodology. The original TTF theory was developed within an 
organizational context characterized by involuntary use. So far, very little is known how this concept can be applied 
to the individual level (Staples et al. 2004). This study will address this issue by developing and validating a survey 
questionnaire instrument intended to measure the TCF of electronic banking channels. Hence, this study will also 
add methodological value.  
The third contribution will be to banks and financial institutions distributing their products and services through 
electronic banking channels. To assess the value of this research to practitioners, a relevance check was conducted 
with senior managers working for three German banks. Overall, the interviewees indicated that a task-channel fit 
construct would be valuable for practitioners as it would enable them to better judge which banking products to offer 
via each of the channels their bank supports.  
This research focuses solely on electronic banking channels; neither traditional branch banking nor person-to-person 
telephone banking services are investigated. However, future studies, could extend the TCF instrument to these 
traditional banking channels. Likewise, this research exclusively focuses on consumer related electronic banking 
channels and does not consider bank-to-business electronic banking channels.  
One avenue for future research is to apply the TCF theory to different industries deploying similar self-service 
technologies as banks (e.g. airline industry, supermarkets etc.). In addition longitudinal observations could be also 
used to assess how the task-channel fit of electronic banking channels changes over time, as self-service 
technologies and methods change. 
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